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EXECUTIVE  SUMMARY 

When  completed,  this  project  will  have  produced  a  series  of 

NINE  high-quality  FILMS/VIDEOS  FOR  USE  IN  PROMOTING  MONTANA  AS  A 
TOURISM  DESTINATION.   ThE  FILMS/VIDEOS  ARE  AS  FOLLOWS: 

--A  26-MINUTE  FILM  EDITED  FOR  TELEVISION  VIDEOj 

--Two  15-MINUTE  FILMS/VIDEOS;  ONE  EXCLUSIVELY  SUMMER,  ONE 

WINTER; 

--Six  8-minute  films/videos;  one  each  featuring  the 

RESPECTIVE  "tourism  COUNTRIES:"   GlACIER,  GoLD  WeST, 

Yellowstone,  Custer,  Missouri  River  and  Charlie  Russell. 

The  films/videos  will  be  produced  by  the  Montana  Promotion 

Division  of  the  Department  of  Commerce  under  bid  contract. 

Distribution  of  the  films/videos  will  be  handled  directly  by 
THE  Division. 

It  is  estimated  that  the  project  will  cost  $130,000,  funded 
BY  $40,000  in  state  funds  and  $90,000  in  private,  corporate 
OR  foundation  funds. 

The  project  is  scheduled  to  begin  in  December  of  1986  and  be 
completed  November  1,  1987. 

The  primary  goal  of  the  project  is  to  improve  state  and  local 
economies  through  the  increased  flow  of  tourist  generated 

DOLLARS' 


INTRODUCTION 

NEED  FOR  THE  PROJECT 

Montana's  tourism  industry  is  growing.  It  is  a  clean^  renewable 

RESOURCE  THAT  CAN  HELP  LEAD  THE  STATE's  ECONOMIC  GROWTH  IN  THE 

FUTURE.  But  competition  for  tourism  generated  dollars  is  stiff. 
To  encourage  and  support  THE  continued  growth  of  Montana's 
tourism  business^  up-to-date  and  creative  marketing  is  vital. 

Past  tourism  marketing  research  compiled  by  the  Montana  Promotion 
Divison  has  found  low  awareness  levels  by  potential  travelers 
about  Montana  as  a  vacation  destination. 

Although  those  surveyed  have  expressed  considerable  demand  for 

THE  kinds  of  vacation  ACTIVITIES  THAT  MONTANA  HAS  TO  OFFER,  THERE 

is  a  very  low  perception  of  montana  as  a  place  to  engage  in  those 
activities. 

a  critical  key  to  marketing  montana,  then,  is  to  educate  the 
public  about  the  vacation  opportunities  which  exist  here. 
Montana  offers  spectacular  scenery,  blue  ribbon  trout  streams, 
dry  powder  snow,  cultural  events,  significant  historical  sites-" 

AND  MUCH,  MUCH  MORE.   ThESE  ASSETS  MUST  BE  COMMUNICATED  TO  THE 
POTENTIAL  VISITOR. 

We  KNOW  THAT  THE  POTENTIAL  FOR  GROWTH  DOES  EXIST*  OVER  401  OF 
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RESPONDENTS  TO  THE  LATEST  MARKETING  STUDY  ESTIMATED  AS  "hIGH"  OR 
VERY  high"  the  CHANCES  THAT  THEY  WILL  VISIT  MONTANA  IN  THE  NEXT 

two  years. 

Marketing  research  also  revealed  that  people  are  highly  motivated 

TO   choose  a  vacation  DESTINATION  THROUGH  MEDIA  EXPOSURE. 

Increasingly^  vacation  planners  and  travel  trade  professionals 

ARE  turning  toward  THE  VIDEO  MEDIUM  TO  MAKE  THEIR  DECISION  ABOUT 
WHERE  TO  GO  AND  WHAT  TO  SEE-   TRAVEL  CHANNELS  REGULARLY  FEATURE 
DESTINATIONS  ON  CABLE  TELEVISION-   TRAVEL  AGENTS  AND  TOUR 
OPERATORS  "sell"  VACATIONS  VIA  THE  VIDEO  MEDIUM.   To  SUCCESS- 
fully compete  for  the  competitive  vacation  dollar^  montana  must 
produce  and  make  available  a  quality  video  image. 

Over  the  past  several  years^  more  and  more  requests  have  come 
TO  the  Montana  Promotion  Division  for  films  and  videos.  Within 

THE  LAST  EIGHT  MONTHS^  THE  PROMOTION  DIVISION  HAS  RECEIVED  OVER 
twenty-five  REQUESTS  FROM  CABLE  TV  STATIONS^  COLLEGE  RESOURCE 
LIBRARIES^  VIDEO  DISTRIBUTION  COMPANIES^  PUBLIC  TV  STATIONS 
AND  MAJOR  FILM  PRODUCERS  FOR  EITHER  VIDEO  PRODUCTIONS  OR  VIDEO 
FOOTAGE  OF  MONTANA  ATTRACTIONS*  In  ADDITION^  NUMEROUS  REQUESTS 

have  been  received  from  tour  operators  wishing  to  use  video  as  a 
sales  tool.  currently,  montana  cannot  fulfill  those  requests. 

The  most  recent  summer  tourism  promotion  film  on  Montana  was 
PRODUCED  IN  1975.  The  most  recent  winter  film  was  produced  in 
1978.  Both  are  outdated  and  of  diminished  quality. 


To  SEND  THESE  FILMS  TO  PROMOTE  MONTANA  WOULD  DEFEAT  OUR 
INTENTIONS^  SINCE  THEY  DO  NOT  CONTAIN  CURRENT  INFORMATION  OR 
PROVIDE  A  QUALITY  IMAGE- 

In  ORDER  FOR  MONTANA  AND  MONTANA  TOURISM  BUSINESSES  TO 

successfully  compete  for  the  tourism  dollar^  a  new  visual 
presentation  is  needed. 

The  Proposal 

We  propose  a  nine-video  project  that  will  impart  a  sense  of 
Montana's  personality  and  flavor  to  the  viewer.  The  sounds  and 
images  will  invite  a  high  degree  of  audience  participation  in 
THE  Montana  experience. 

Each  of  the  films  would  have  an  individual  purpose  and  use^ 

BUT  there  is  greater  COST  EFFECTIVENESS  IN  PRODUCING  ALL  NINE 

at  one  time. 

Rationale  for  the  use  of  Film 

Film/video  is  an  important  promotional  medium;  it  speaks  in  color 

AND  movement  AND  SOUND.   FiLM  HAS  BEEN  USED  SUCCESSFULLY  IN  EVERY 
FIELD  TO  IMPART  KNOWLEDGE  DIFFICULT  TO  COMMUNICATE  IN  ANY  OTHER 

WAY.  Where  language  is  a  barrier^  music  and  film  can  communicate. 
Film  engages  the  audience  emotionally  and  gives  the  viewers  a 

sense  of  PARTICIPATION  NO  OTHER  MEDIUM  CAN  DO  AS  WELL.   ViDEO  CAN 
GENERATE  POSITIVE  PSYCHOLOGICAL  RESPONSES  NOT  ACHIEVABLE  THROUGH 
OTHER  MEDIA. 


It  delivers  the  same  well-designed  message  with  the  same  enthu- 
siasm TIME  AFTER  TIME*  It's  A  POWERFUL  MEDIUM  AND  IS  RAPIDLY 

expanding  into  the  future. 

There  are  over  12  million  VCRs  in  American  homes  today.  They  are 

EXPANDING  across  THE  U.S.  7^%    FASTER  THAN  TELEVISION  DID  IN  THE 
FIFTIES.  33%  OF  ALL  TELEVISION  HOMES  HAVE  A  VCR  AND  MeRRILL  LyNCH 
PROJECTS  THAT  BY  1995  OVER  85%  OF  TV  HOMES  WILL  HAVE  A  VCR. 
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STYLE  AND  APPROACH 

Rather  than  the  typical  "travelog"  format  used  in  the  past  in 
most  tourism  promotion  films^  we  propose  a  series  of  films  with 
an  underlying  theme  which  is  a  positive  statement  to  potential 
travelers:  these  people  on  the  screen  fulfilled  their  emotional 
needs  in  m0ntana--implying  that  the  viewer  cany  too. 

For  a  consumer  to  be  motivated  to  invest  in  a  product  or  service 

THEY  must  FIRST  EMOTIONALLY  IDENTIFY  IN  A  POSITIVE  WAY  WITH  THE 
PRODUCT  OR  SERVICE.   ThE  GOAL^  THEN^  OF  THESE  PROGRAMS  IS  TO 
PRESENT  CAREFULLY  CONSTRUCTED  SEQUENCES  PORTRAYING  VARIOUS 
DEMOGRAPHIC  GROUPS  RESPONDING  TO  ONE  ANOTHER  AND  THE  MONTANA 
EXPERIENCE  IN  SUCH  A  WAY  THAT  THE  VIEWER  CAN  POSITIVELY  IDENTIFY 

WITH  THEM.  These  sequences  should  not  be  complex  or  laborious^ 
BUT  should  show  Montana's  landscape^  activities  and  people 
fulfilling  various  kinds  of  emotional  desires.  The  "Slice  of 
Life"  style  of  commercial  advertisement  serves  as  an  example: 
Miller  time^  Maxwell  House  coffee,  Pepsi,  Coke  and  various 

MOTOR  vehicle  ADS  ARE  GOOD  EXAMPLES  OF  ADS  WHICH  INVITE  PERSONAL 
INVOLVEMENT  AND  PRIDE  IN  THE  PRODUCT.   ThIS  STYLE  OF  COMMERCIAL 
USUALLY  DOES  THREE  THINGS:  IT  CREATES  IMMEDIATE  AUDIENCE 
IDENTIFICATION,  IT  REVEALS  A  PARTICULAR  EMOTIONAL  DESIRE  AND  IT 
THEN  SHOWS  THAT  DESIRE  BEING  SATISFIED. 


26-lliNUTE  Film 

The  format  of  the  26-minute  project  would  consist  of  five 

5-MINUTE  sequences^  EACH  CONTAINING  CAREFULLY  CHOSEN  DEMOGRAPHIC 
GROUPS  RESPONDING  TO  A  PARTICULAR  PART  OF  THE  MONTANA  VACATION 
EXPERIENCE.  ThESE  SEQUENCES  WOULD  BE  DIVIDED  INTO  TWO  PARTS*  ThE 
FIRST  PART^  APPROXIMATELY  45-60  SECONDS  IN  LENGTH^  WOULD  TAKE  ON 
ALL  THE  FORCE  AND  INTENSITY  OF  A  30-SECOND  COMMERCIAL  AND  WOULD 
SET  UP  A  MINI-DRAMA  IN  WHICH  THE  AUDIENCE  WOULD  BE  DRAWN  IN 
TO  IDENTIFY  WITH  THE  CHARACTERS  IN  THE  DEMOGRAPHIC  GROUPS.  ThE 
SECOND  PART^  APPROXIMATELY  FOUR  MINUTES  IN  LENGTH^  WOULD  THEN 
INVOLVE  THESE  CHARACTERS  WITH  THE  PARTICULAR  ACTIVITIES^  PEOPLE 
AND  SCENIC  AREAS  OF  MONTANA  THAT  ARE  TO  BE  FEATURED,  BEING  VERY 
DETAILED  IN  ITS  COVERAGE.  It  WOULD  BE  IN  THIS  SECOND  PORTION  THAT 
THE  CHARACTERS  DISCOVER:  YeS,  MONTANA  SATISFIES  Me! 

Summer  and  Winter 

The  formats  for  the  15-minute  summer  and  winter  programs  would 

CONSIST  of  simply  REORGANIZING  THE  SEQUENCES  FROM  THE  26-MINUTE  " 
presentation  INTO  THEIR  RESPECTIVE  SEASONS.  OnE  EXTRA  SEGMENT 
WOULD  BE  PRODUCED  FOR  THE  WINTER  PROGRAM  TO  HELP  BALANCE  THE 
PRESENTATION.  ThE  TONE  AND  FLAVOR  OF  THESE  PROGRAMS  WOULD  REMAIN 

consistent  with  the  26-minute  version. 

For  a  detailed  description  of  the  summer  and  winter  scenes,  refer 
to  the  appendix. 


[Montana  Countries 

For  marketing  purposes  Montana  is  divided  into  six  "tourism 
COUNTRIES."  Six  shorter  programs  outlining  the  features  of 

THE  respective  MONTANA  COUNTRIES  CONSISTS  OF  A  SIMPLER  FORMAT- 

Each  would  be  descriptive  in  nature  and  provide  more  specific 
information  to  the  viewer-  representatives  from  each  of  the 
countries  will  meet  to  decide  on  the  content  of  each  film-  music 
and  narration  would  dominate  with  a  series  of  short  one  or  two 
sentence  testimonials  to  strengthen  audience  identification- 

UpON  COMPLETION^  THE  FILMS/VIDEOS  WOULD  BE  MADE  AVAILABLE  TO 
INDIVIDUAL  TRAVEL  BUSINESSES-   At  THEIR  OWN  EXPENSE^  THEY  COULD 
"tag"  THE  COUNTRY  VIDEO  WITH  A  ONE  TO  TWO  MINUTE  PROMOTION  OF 

their  own  facility  or  service- 

This  benefits  overall  tourism  promotion  by  providing  a  high 

QUALITY  video  WITH  PERSONALIZED  DISTRIBUTION-   It  BENEFITS 
INDIVIDUAL  BUSINESS  BY  MINIMIZING  THE  COST  AND  PRODUCTION 
DUPLICATION  OF  VIDEO  PROMOTION- 
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AUDIENCE 

The  audience  for  all  nine  films  will  be  potential  visitors  to 
Montana. 

The  26-Minute  Film 

r.T.  -  The  26-minute  film/video  will  be  designed  to  fit  a  half-hour 

^~:..- television  format  and  will  primarily  be  shown  on  cable  TV  AND 

public  TV.  The  audience  will  be  the  general  public  They  may  or 

;T-~  MAY  NOT  BE  INTERESTED  IN  TRAVELING  TO  MONTANA  AND  THE  FILM  WILL 
MOST  LIKELY  BE  THEIR  FIRST  EXPOSURE  TO  THE  STATE  AND  ITS  TRAVEL 
OPPORTUNITIES. 

:r^:  This  film/video  will  also  be  distributed  through  video  clubs  and 

VIDEO  stores  so  THAT  PERSONS  INTERESTED  IN  CHOOSING  A  VACATION 

n.-.^.-.  destination  could  view  it  at  home  on  their  vcr. 

Colleges  and  universities  with  video  libraries  have  also 
requested  film  of  this  type  to  have  available  to  their  staff 

and  students  as  an  INFORMATION  RESOURCE. 

The  Summer  and  Winter  Films 

The  15-minute  films  will  be  viewed  by  those  who  have  a  specific 

INTEREST  in  TRAVEL.   PROFESSIONAL  ASSOCIATIONS^  SPECIAL  INTEREST 
groups  and  others  who  are  TRYING  TO  CHOOSE  A  TRAVEL  DESTINATION 
WILL  BE  SHOWN  THE  FILMS  BY  THE  DEPARTMENT  OF  COMMERCE  STAFF^ 
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A  Montana  business  person  or  a  tour  operator  or  travel  agent. 
There  is  a  specific  need  for  both  summer  and  winter  films. 
Senior  citizens  trying  to  choose  a  bus  tour  destination  are  not 
interested  in  viewing  winter  activities  and  ski  clubs  trying  to 

CHOOSE  A  destination  WOULD  NOT  BE  INTERESTED  IN  VIEWING  SUMMER 

activities. 

These  films  will  also  be  distributed  to  travel  agents  and  tour 
operators  who  wish  to  use  them  as  a  training  resource  for  their 
staff  or  as  a  sales  tool. 

The  Montana  "Country"  Films 

The  8-minute  films  will  be  shown  by  private  Montana  businesses 
and  convention  bureaus  to  individuals  or  groups  who  are  trying  to 

CHOOSE  A  very  SPECIFIC  TRAVEL  DESTINATION-  ThE  FILMS  MAY  BE  SHOWN 
IN  AN  exhibitor's  BOOTH  AT  A  TRADE  SHOW^  TO  A  BOARD  OF  DIRECTORS 
MEETING  FOR  A  CONVENTION  BID  OR  THEY  MAY  BE  MAILED  TO  POTENTIAL 
CLIENTS  TO  VIEW  AT  HOME  AT  THEIR  LEISURE. 
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DISTRIBUTION 
High  quality  production  without  a  well  established  distribution 

PLAN  is  a  waste  OF  TIME  AND  MONEY.   It  IS  CRITICAL  THAT  TARGETED 
^.distribution  take  an  important  ROLE  IN  THE  OVERALL  SCOPE  OF  THE 
PROJECT. 

The  Montana  Department  of  Commerce  will  assume  the  major 

RESPONSIBILITY  FOR  DISTRIBUTION  OF  THE  VIDEOS-  ThE  COST  FOR 
distribution  is  not  included  in  this  PROPOSAL,  BUT  WILL  BE  BUILT 

into  future  montana  promotion  division  budgets  and  programs. 
Currently  the  Division  has  on  file  over  50.  requests  for  full 

---■-  LENGTH  OR  ED  I  TED-POR'TELEV  I  S  I  ON  VIDEO.   ThOSE  REQUESTS  HAVE  BEEN 
amassed  over  one  calendar  YEAR.   ThEY  ARE  FROM  CABLE  NETWORKS, 
INDEPENDENT  STATIONS,  SYNDICATED  TRAVEL  NETWORKS,  VIDEO 

-  --   DISTRIBUTION  COMPANIES,  ETC   SELECTIVE  DISTRIBUTION  TO  THESE 
COMPANIES  WILL  ASSURE  ONGOING  HIGH  QUALITY  AUDIENCE  REACH. 

The  STATE  WILL  SIGN  AGREEMENTS  WITH  VIDEO  DISTRIBUTORS  THAT  REACH 

desired  target  markets. 

The  video  project  coordinator  will  distribute  the  films/videos  to 
THE  Montana  tourism  idustry. 

The  state  publicity  coordinator  will  distribute  the  films/videos 
to  cable  and  public  television  stations. 
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The  state  group  travel  coordinator  will  distribute  them  to  tour 
operators  and  travel  agents^  in  both  domestic  and  international 

MARKETS. 

The  MOTION  picture  location  coordinator  will  DISTRIBUTE  THE 
VIDEOS  AND  VIDEO  FOOTAGE  TO  THE  MOTION  PICTURE  INDUSTRY  WHEN 
APPROPRIATE. 

A  DISTRIBUTION  EVALUATION  SYSTEM  WILL  BE  IMPLEMENTED  SO  THAT  THE 
IMPACT  CAN  BE  MEASURED. 


— -      -— ^  :  OTHER  USES  FOR  THE  FILMS/VIDEOS 

Specially  edited  parts  of  the  film  could  be  used  to  produce 

TELEVISION  advertisements  AND  PUBLIC  SERVICE  ANNOUNCEMENTS- 

Film  outtakes  can  also  be  used  to  show  movie  producers  the  motion 
picture  locations  that  are  available  in  montana- 

Radio  spots  can  be  produced  from  the  soundtrack. 


IMPACT 

The  unique  nature  of  the  films^  and  the  cinematographic  quality 
that  we  intend  to  find  in  a  production  company  are  certain 
to  make  each  of  the  films  a  quality  product^  create  economic 
development  in  montanay  and  thus^  have  a  very  positive  impact  on 

THE  sponsor's  PUBLIC  IMAGE- 
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._^_^  .^......   PROGRAM  DESIGN 

pRobucf ION  Schedule 
Pre-production 

-"-ItOcTOBER  1  -  FUNDRAISING  CONCLUDES 

Project  goes  out  for  bid 

,^..^^Dec EMBER  1-  Production  company  selected 

^.-._    Scripting  and  actor  selection  takes  place 

Production 

January  -  July  -  On  location  shooting  occurs 

Post-production 

July  -  October  1987  -  Editing  and  soundtrack  production 

November  1^  1987  -    Finished  product  delivered 

^-^- — -^tt::-     Distribution  begins 


•14- 


BUDGET 


Overall,  we  anticipate  the  entire  nine-film  project  will  cost 
$130,207.  A  detailed  itemized  budget  has  ibeen  prepared  by  the 

TECHNICAL  CONSULTANT  AND  CAN  BE  FOUND  IN  THE  APPENDIX- 

The  PRODUCTION  IS  based  on  originating  all  VISUAL  MATERIAL  ON 
16mm  film  SHOT  AT  30  FRAMES  PER  SECOND. 

PRE-PRODUCTION  "  INCLUDES  PRODUCER/WR I TER,  RESEARCH,  SCRIPTING, 

-5u~:-,  -^—hr-"*'   casting,  location  scouting  "$4,^^00 

Production  -    Includes  film  crew,  equipment,  actors,  film, 

transportation  "  $82,456 

Post-production-  Includes  editing,  graphics,  music,  effects, 

narrator  "  $43,351 

Funding  Sources 

Montana  Department  of  Commerce  has  committed  $40,000  to  this 

PROJECT  and  proposes  TO  RAISE  THE  ADDITIONAL  FUNDS   FROM  PRIVATE 

SOURCES.  Such  sources  include  Montana  corporations,  foundations 

AND  businesses. 
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ADMINISTRATIVE  PLAN 


The  Montana  Department  of  Commerce  will  assume  total 
responsibility  for  this  project. 

Once  fund-raising  is  completed^  the  video  project  coordinator 
will  work  with  the  technical  consultant  and  the  governor's 
Tourism  Advisory  Council  committee  to  select  a  film  production 

COMPANY. 

The  PROJECT  coordinator  will  then  supervise  the  production  of  the 

NINE  FILMS  and  THE  DISTRIBUTION  PLAN- 
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-      e^""-^   CAPABILITY  STATEMENT 

The  state  has  produced  seven  full  length  edited-for- 
-=television  films.  several  have  won  national  and  inter" 
:^-national  film-making  awards. 

as  in  all  our  tourism  promotion  activities^  the  montana 
Promotion  Division  will  seek  to  produce  a  product  of  the 
highest  quality  available-  our  staff  has  expertise  in  both 
marketing  Montana  and  producing  footage  for  television 

SPOTS. 

To  HELP  guarantee  A  SUCCESSFUL  PRODUCT^  A  CONSULTANT  HAS 
BEEN  CONTRACTED  TO  ASSIST  IN  THE  TECHNICAL  ASPECTS  OF 
FILMMAKING. 

He  is  Mark  Singles,  an  instructor  at  the  Film  and  TV 
School  at  Montana  State  University.  He  has  over  10  years 
OF  experience  in  the  film  industry,  including  producing, 
directing,  editing,  teaching  and  consulting.  He  has  also 
designed  a  number  of  technical  facilities  and  is  familiar 

with  the  latest  filmmaking  EQUIPMENT.  MaRK  HAS  DIRECTED  A 
NUMBER  OF  AWARD'W I NN I NG  TELEVISION  COMMERCIALS  AND  PUBLIC 
SERVICE  ANNOUNCEMENTS. 

To  ASSURE  QUALITY  WITHIN  BUDGET  MaRK  WILL  SERVE  ON  THE 
SELECTION  COMMITTEE  TO  REVIEW  BIDS  FROM  PRODUCTION  COMPANIES 
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-.7    AND  WILL  ACT  AS  A  TECHNICAL  CONSULTANT  IN  THAT  VERY  IMPOR- 
TANT PROCESS. 

~-  A  PRODUCTION  COMPANY  WILL  BE  SELECTED  BASED  ON  THE  FOLLOWING 

CRITERIA: 
i^..^-u  -'^'^^v    1)  TECHNICAL  ABILITY 
TV-  7zu:-_  2)  CREATIVE  ABILITY 
3)  COST 

Also  acting  as  a  technical  advisor  will  re  Michael  Gurnett^ 
---  the  film  producer  for  Montana  Department  of  Fish^  Wildlife 
-^-^-  and  Parks.  Michael  has  considerable  expertise  in  the  produc- 

TION  OF  feature-length  MOVIES  IN  BOTH  16mM  AND  VIDEOTAPE- 

The  Governor's  Tourism  Advisory  Council^  which  has  endorsed 
has  this  project^  has  appointed  a  committee  to  assist  the 
'-■^-^  '   Division  in  creative  work^  quality  control  and  selection 

OF  A  PRODUCTION  COMPANY.  ThE  FIVE  MEMBERS  OF  THIS  COMMITTEE 
'^—  SERVE  IN  VOLUNTEER  POSITIONS  AND  REPRESENT  DIFFERENT 

SEGMENTS  OF  THE  MONTANA  TOURISM  INDUSTRY  AND  VARIOUS  REGIONS 
OF  THE  STATE. 

The  MEMBERS  OF  THE  COMMITTEE  ARE: 

Terry  Abelin^  Bridger  Rowl  Ski  Area^  Bozeman 

Greg  Bryan,  Bay  Point  Estates,  Whitefish 

Rernal  Kahrs,  Elkhorn  Hot  Springs  Guest  Ranch,  Polaris 

John  Rabenberg,  Wolf  Point  Chamber  of  Commerce,  Wolf  Point 

Roland  Pratt,  Montana  Restaurant  Association,  Helena 
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CONCLUSION 


— -^-^^The  need  for  these  film/videos  is  well  established. 
«-t0  enhance  and  strengthen  montana '  s  economy  and  individual 
-travel  related  businesses  montana  must  widely  distribute 

A  POSITIVE  VISUAL  IMAGE  OF  THE  STATE's  VACATION  AMENITIES. 

Film/  video  is  a  most  important  element  in  continued  growth 

AND  PROSPERITY  OF  MoNTANA's  TRAVEL  INDUSTRY.   ThE  MONTANA 

Promotion  Division  has  proven  capability  in  film  production. 
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APPENDIX 


DESCRIPTION  OF  FILMS 


•'---r  Montana  Satisfies  Me 

r-^   ^■-.- The  format  of  the  26-minute  project  would  consist  of  five  - 

^■^^-^-^^^^  5-MINUTE  SEQUENCES^  EACH  CONTAINING  CAREFULLY  CHOSEN  DEMOGRAPHIC 


-^ groups  responding  to  a  particular  part  of  the  montana  experience- 

These  sequences  would  be  divided  into  two  parts-  The  first  part^ 

-^-approximately  45-60  seconds  in  length^  would  take  on  all  the 
force  and  intensity  of  a  30-second  commercial  and  would  set  up 

~-  -a  mini-drama  in  which  the  audience  would  be  drawn  in  to  identify 

"^-WITH  THE  CHARACTERS  IN  THE  DEMOGRAPHIC  GROUPS-  ThE  SECOND  PART, 
~-  APPROXIMATELY  FOUR  MINUTES  IN  LENGTH,  WOULD  THEN  INVOLVE  THESE 
"CHARACTERS  WITH  THE  PARTICULAR  ACT  I  VI T I ES,  -  PEOPLE  AND  SCENIC 
aSr"  AREAS  OF  MoNTANA  THAT  ARE  TO  BE  FEATURED,  BE  I NG  VERY  DETAILED 
^:^-     IN  ITS  COVERAGE-  It  WOULD  BE  IN  THIS  SECOND  PORTION  THAT  THE 
t^i  CHARACTERS  DISCOVER:  YeS,  MONTANA  SATISFIES  Me ! 

Summer  and  Winter 

The  formats  for  the  summer  and  winter  programs  would  consist  of 

SIMPLY  reorganizing  THE  SEQUENCES  FROM  THE  25-MINUTE  PRESENTATION 
INTO  THEIR  RESPECTIVE  SEASONS-  OnE  EXTRA  SEGMENT  WOULD  BE 

^-■^  produced  for  the  winter  program  to  help  balance  the  presentat i  on - 
The  tone  and  flavor  of  these  programs  would  remain  consistent 

WITH  THE  26-minute  VERSION- 
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Montana  Countries 

The  six  shorter  programs  outlining  the  features  of  their 
RESPECTIVE  Montana  countries  would  consist  of  a  simpler  format. 
They  would  be"I5escriptive  in  nature  and  provide  more  specific 
informationito-the-viewer.  Music  and  narration  would  dominate 

WITH  A  series  of  short  ONE  OR  TWO  SENTENCE  TESTIMONIALS  TO 

strengthen  audience  identification. 

Summer  #1 

It  is  a  gray^  early  dawn.  The  colorless  surrounding  speed  by  as 
Jennifer  and  Tony  are  asleep  in  the  back  seat  of  the  car.  Mom  and 
Dad  are  quietly  discussing  all  the  worry/  frustration^  work  and 
^problems  they  are  leaving  behind.  Suddenly/  the  drone  of  the  car, 
.the  sounds  of  the  sleeping  children,  and  the  quiet  discussion 
seem  to  fade  away  as  the  first  light  of  sunrise  breaks  upon  our 
-traveling  family.  Montana  in  all  its  glory  and  splendor  is  coming 
ALIVE.  One  by  one  each  member  of  the  family  begins  to  glow  with 

WARM  oranges  AND  REDS  AS  THE  SUN's  RAYS  FALL  UPON  THEIR  FACES. 

Each  in  their  turn  awakens  to  the  scene  unfolding  before  their 
EYES.  Time  seems  to  stop  for  a  moment.  Flashes  of  their  favorite 
vacation  activities  cascade  upon  their  minds  and  we  begin  to 

SENSE  their  anticipation,  THEIR  EXCITEMENT.  MONTANA,  THE  LAND 
OF  GLORIOUS  DREAMS  AND  MAGICAL  FANTASIES  IS  HERE,  RIGHT  OUTSIDE 
THEIR  CAR.  In  an  INSTANT,  THEY  BREAK  THROUGH  THAT  INVISIBLE 
BARRIER  OF  "HAVING  TO  WAIT  SO  LONG  TO  GET  HERE"  AND  THEIR  CAR 
SPEEDS  ON  INTO  THE  SUNRISE.  "We'rE  HERE!"  THEY  SHOUT  AND  THEY 
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DISAPPEAR  OFF  INTO  THE  WARM  MORNING  GLOW.  IMMEDIATELY  AN  OUTLINE 

--  OF  Montana  blazes  on  the  screen  and  the  program  title  appears. 

What  FOLLOWS  IS  a  visual  collage  of  activity,  as  each  family 
.>  members'  fantasies  and  dreams  are  realized.  We  see  the  wonder 
:t--.  and  variety  of  what  Montana  has  to  offer.  It  is  like  Christmas 
:  morning  an  each  day,  each  activity,  each  person  and  place  they 
__  meet  is  like  that  perfect  gift  they  have  waited  and  hoped-for  for 
^^so  long.  We  see  their  fulfillment  in  our  own  hearts,  longing  for 

the  same. 

"-Suggested  Demographic  Group:  man  and  woman  in  late  thirties  with 

r:i^-_^'.^:z.    ^^^-^z-^..^       children  between  6  AND  10  YEARS  OF 
--'""-  AGE. 

Suggested  Montana  country:  Yellowstone  Country. 

•T  Suggested  Activities: 

.-%  ".—-^    Gondola  Rides  Wildlife 

Museums  Fishing 

•;         Sailing  ■r^---}r.:  Powerboat 

Sunbathing  Horseback/Llamas 

Wagon  Trains  Rock  Hunting 

Gold  Panning  Camping 

Rodeos/Roundups  Float  Trips 

Canoeing  Ballooning 

Drama/Entertainment  Parks-Yellowstone 

Caves  Photography 

Cattle  Drives/Real  Ranch  Life 
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Summer  #2 

i?«s2.  -?:i-Jt  is  night-  BrIGHT  LIGHTS  MELT  THE  DARKNESS  AND  PUSH  IT  AWAY* 

T-r-Trnrr--- Quiet  VOICES  WITH  a  few  outburst  of  laughter  break  the  buzz  of 

i-l..--_r__iUii-THE  CRICKETS.  APRIL^  NiCK  AND  TWO  OF  THE  I  R  TRAVEL  I NG  COMPANIONS 
--_:f----^ARE  SITTING  IN  AN  R.V.  PLAY  I  NG  P I NOCHLE  •  APRIL  IS  BRINGING  THE 
=^.^.:,-_.  COFFEE  POT  TO  THE  TABLE  ELABORATING  ON  NiCK's  COMMENT  ABOUT  HOW 
.:„^r:ri^^-WONDERFIJL  RETIREMENT  HAS  BEEN.  ShE  ALMOST  GETS  CARRIED  AWAY  AS 
:T-rm  :zrrsHE  REMINISCES  ABOUT  SQUARE  DANCING  LAST  YEAR.  APRIL  AND  NiCK 
US*3-^-!r^HAVE~BEEN  TO  Montana  BEFORE  AND  HAVE  BROUGHT  ANOTHER  COUPLE 
THIS  YEAR  TO  SHARE  THE  EXPERIENCE.  APRIL  CONTINUES  RUT  NiCK 
2:_.-!i^.  INTERRUPTS,  "ThE  BEST  THING  I'VE  REALLY  ENJOYED  HERE  IS  THE  SENSE 
:——----„0F  COMPANIONSHIP.  WhEN  I  REMEMBER  THE  COUNTY  FAIRS,  BARBECUES, 
^.  THE  FISHING,  YES,  EVEN  THE  GOLF  I'VE  ENJOYED,  I  THINK  OF  THE 

-=:^--—_  PEOPLE  I've  MET."  As  Nick  continues,  we  look  back  with  him  at  the 

r=rT=^^^, PEOPLE    AND    FACES,    THE    RICH    TEXTURE    OF    THE    flONTANA    INHABITANTS. 

',.r--r.  --Each  activity,  each  place,  each  scene  remembered,  carries  with 

^..^-^-z.:--:  IT  A   RELATIONSHIP  LATER  TREASURED  •  WhEN  N I CK  RETURNS  TO  THE 

^----- PRESENT,  WE  SEE  EACH  MEMBER  OF  THE  TRAVELING  CARAVAN  LOST  IN 

--  =-—  THOUGHT  AS  IF  REMEMBERING  SOME  LOST  BUT  PLEASANT  DREAM.  SUDDENLY, 
A  CUP  OF  COFFEE  IS  RAISED.  "To  US,  EVERYBODY,  LET's  SHOW  OLD 

Lewis  and  Clark  what  real  adventurers  are  like."  Laughter 
once  again  fills  the  r.v.  as  our  adventurers  head  for  bed  in 
preparation  for  their  first  day  in  the  land  of  wonder. 

Suggested  Demographic  Group:  two  couples  in  their  BOs 
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,,,^,,^„  -Suggested  Mont-ana  Country:  Charlie  Russell  and  Glacier 
Suggested  Activities: 

SCENICS  ~  flSHING-LAKE  AND  BOAT 

->^^^n:T        Powerboat  ;.----^---"n-  Barbecues/Cookouts 

Golf       '"  Wildlife/Refuges 

JiF^::-:V  At-i-trr        Pa  RKS  "Gl  AC  I  ER  =^ -■  CoUNTY  FaIRS 

Drama/Entertainment  Artists 

=;^z:i"  - ^--::::: :::_     Frontier  TowNsr.rii^iz:.::-:  :Big  Boats/Flathead  Lake 

Ghost  Towns  Archaeological  Digs 

=-?^     Square  Dancing  f  Photography 


:-\  %.         '■*  - 


Summer  #3 
.^...  i/.'/Okay^  come  on^  lj2,'5j^\   We  can  make  it!"  Three  touring  bicycles 

:  --.^z.    ---ARE  climbing  THE  PASS  BETWEEN  ReD  LoDGE  AND  CoOKE  ClTY*  It  IS 
■^-^-'i''--  ALMOST  NOON  AND  THEY  ARE  STRAINING  AGAINST  THE  PEDALS.  ThE  HIGH 
■-"--"-:— j:  MOUNTAIN  SCENERY  IS  COMPRESSED  BEH I ND  THEM-  DaWN^  SHANNON  AND 
--  -----i-^-CoNNIE  ARE  DETERMINED  TO  MAKE  CoOKE  CiTY  BY  NIGHTFALL.  SUDDENLY  A 

iF^--?J-  LARGE  DROP  OF  RAIN  SPLATTERS  ON  ShANNON's  FOREHEAD^  THEN  ANOTHER 
AND  ANOTHER.  BEFORE  THEY  CAN  STOP  AND  COLLECT  THEIR  THOUGHTS^  A" 
TYPICAL  SUDDEN  HIGH  ALTITUDE  SUMMER  RAIN  CLOUD  IS  POURING  DOWN  ON 

THEM.  They  run  for  the  cover  of  some  tall  evergreens  by  the  side 

OF  THE  ROAD.  ThUNDER  ANSWERS  THEIR  COMPLAINTS.  OuT  COME  THE  RAIN 
ponchos  AND  SOON  ALL  ARE  HUDDLED  IN  THE  MIDDLE  OF  A  LARGE  STAND 

OF  TREES.  They  look  at  each  other^  hair  a  mess,  water  dripping 

DOWN  their  ponchos  AND  THEY  BEGIN  TO  LAUGH.  OuiET  CHUCKLES  AT 
FIRST  AND  THEN  RAUCOUS  ROARING  LAUGHTER.  DaWN  BREAKS  OUT,  "HeY, 
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??_VWAIT    A    MINUTE.-  DoES    THIS    REMIND    YOU    OF    SOMETHING    OR    SHOULD    I    SAY 

-.-.-SOMEBODY?"  They  all  laugh  again.  "Remember  the  'never  get  stuck' 
FOUR  wheel  drive?"  "Yes"  Shannon  continues/'You  know^  we've  done 

Vz::i--A  lot  so  far."  "YoU  CAN  SAY  THAT  AGAIN">-ADDS  CoNNIE-  As  THEY 
:---'--BEGIN  TO  QUIET  DOWN  THE  STEADY  RAIN  SEEMS  TO  RECALL  TO  MIND  A 
ri:iJ_SUMMEROF-WONDERFUL  EXPERIENCES,  MANY :  SPRI NKLED  WITH  TOUCHES  OF 
^"—ROMANCE  BUT  ALL  CONTAINING  THAT  ONE  IMPORTANT  YOUTHFUL  ELEMENT 
"Zrz:-    ZEST.  To  these  young  ladies  EVERY  MOMENT  MUST  BE  LIVED  TO  THE 
r=n:FULL.  A  CLAP  OF  THUNDER  BRINGS  US  TO  THE  PRESENT  AND  THE  SUN 
-.£-iLNOW— GLISTENS  AND  SPARKLES  THOUGH  THE  TREES  ON  OUR  TRIO  OF  LADIES 

Suddenly,  THEY  look  at  one  another  and  shake  away  the  melancholy, 

OFF  COME  THE  PONCHOS  AND  IT  IS  A  RACE  TO  THE  HIGHWAY  WITH  THEIR 

BIKES.  Away  they  ride  into  the  sun  which  is  shining  through  the 

MOUNTAINS  AND  CLOUDS  AMI DST  LAUGHTER  AND  TALK  ABOUT  WHAT  IS  STILL 
TO  COME. 


•   /^.iJ  -^  ^  ^  — 


"riT— Suggested  demographic  group:  3  women  in  their  early  20's 

-.--'  T"SuGGESTED  MONTANA  COUNTRY :  MISSOURI  RiVER  AND  CuSTER  COUNTRY 


Suggested  Activities: 
Scenic 

Water  Skiing 
Swimming 
Bike  Touring 
Tennis 

Wilderness  Hiking 
Night  Clubs 


Wind  Surfing 
Sailing 
Sun  Bathing 
4-WHEEL  Drives 
Back  Packing 
Sail  Planes 
Whitewater  Rafting 
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Cin-hh  !   ^  A  !•)•:.  rt 


West-ern  Hoedowns 
Sapphire  Mines  ^ 
Guest  Ranch 


Wildlife 
Photography 


Winter  j^I 


(tS*1  .i»«j« 


---It  is  night.  The  full  moon  reflects  off  the  snow  creating  a  soft 

^^BLUE  IRRIDESCENT  GLOW.  StARS  ARE  TWINKLING  AS  THOUGH  MILLIONS  OF 
—diamonds  hang  down  FROM  BLACK  THREADS^  ALMOST  TOUCHING  THE  EARTH. 

Heavy  breathing  and  a  jingle  of  bells  breaks  the  silence  as  a 

^^rr£i^^^;  HORSE  DRAWN  SLEIGH  GLIDES  OVER  THE  GLISTENING  SNOW.  RrAD  AND  PaM^ 
x.-;^;~t-:i:£iA  YOUNG  MARRIED  COUPLE^  SIT  HUDDLED  TOGETHER  UNDER  THE  WARM  GLOW 
"rir^-r:rrOF  A  KEROSENE  LAMP .  ThE  DR I VER  CALLS  OUTTO  THE  HORSE.  YeLLOW 
-^*=''*=^-"-'' LIGHTS  AND  SMOKE  FROM  SMALL  CH I MNEYS  GREET  THEIR  SENSES  AS  THE 
;-.  :K"  -  SLEIGH  PULLS  UP  A  CABIN  NESTLED  AMONGST  TALL  SNOW  COVERED  TREES. 
^--tir^_:::ii5_I  LOVE  YOU^  MrS-  WoOD"  HESAYS  AS  THEY  LEAVE.  THE  SLEIGH  AND  WALK 
-~"-^^~  TOWARDS  THE  CABIN.  ShE  LOOKS  AT  HIM  AND  RETURNS  THE  AFFECTION. 

;  V-.  :t:^  -;They  continue  to  the  cabin.  "Are  you  rfady  for  tomorrow,  young 

•S:-"'-  '-'LADY?"  She  picks  up  snow,  throws  it  at  him  and  PAUSES  AT  THE 

door.  "Let's  hope  you  are,  Mr.  Wood!"  What  follows  is  Mr.  Wood's 
first  day  on  the  slopes.  Mrs.  Wood  is  a  good  skier.  Mr.  Wood 
obviously  is  not.  Most  of  their  activities  prove  that  Mrs.  Wood 
definitely  has  the  edge  on  winter  sports  skills.  In  the  end 
HOWEVER,  Mr.  Wood  proves  that  it  is  the  activities,  places  and 
people  that  count  and  not  ones'  abilities. 

„  Suggested  demographic  group:  a  young  married  couple  in  their  late 

twenties 
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Suggested  Montana  country;  Glacier  and  Gold  West 


-m-j—y 


Suggested  Activities: 

Downhill  Skiing  Sight-seeing 

:L:\;~:==^.i^^.;:...;- Helicopter  Skiing  Snowmen 

Sleigh  Ride  T'r^APHi'  '  Photography 

Lodges/Hotels  r,':  Restaurants 

Hot  Tubs   ~  "'     "  Lounges/Night  Clubs 

Dining/Nightlife  Skating 

-,,^^,U_.:.-,-  Cross  Country  Skiing  Snowcoaches 

Winter  #2 

-?rtrdT    is"  LATE    AFTERNOON-    ThE    SUN    IS  SLOWLY    SETTING    BEHIND    A 


»_-.-i.«^y  .-=■  - 


•-  =  -  15ILH0UETTED  TREE  COVERED  HILL-  On  THE  OPPOSITE  SIDE  OF  THE 
lS:--^-^?T7^  VALLEY^  TALL  SNOW  COVERED  MOUNTAIN  PEAKS  GLOW  IN  BRIGHT  SALMON 

^TT^r-T"— -COLORS.  It.  IS  the  magic  of  alpenglow-  Marsha\and  Tracy^  a  couple 
IN  their  late  40s^  walk  slowly  through  the  snow^  arm  in  arm.  The 

—•—-"-:  salmon  colored  sunlight  causes  their  faces  to  glow  with  an  almost 
irridescent  quality-  Behind  them  the  lights  of  a  ski  resort  begin 
TO  come  on^  one  by  one.  Smoke  from  quietly  crackling  fireplaces 

trickles  up  into  the  sunset.  "flMMM...>  EVERYTHING  SMELLS  SO 

good/'  says  Marsha.  "I  feel  like  I'm  in  some  kind  of  paradise." 
"This  trip  has  been  so  good  for  all  of  us^"remarks  Tracy.  "I 
haven't  felt  so  close  to  the  kids  in  years.  Kenny  actually  asked 

ME  TO  GO  CROSS  COUNTRY  SKIING  WITH  HIM  TODAY."  "I  KNOW/'  MaRSHA 
^^   SAYS  AS  SHE  STOPS^  "YoU  KNOW  THERE  IS  SOME  KIND  OF  SPECIAL 
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---QUALITY  HERE,  -A  WHOLESOMENESS,  A  PUR  I TY>  SOMETH I NG  THAT  MAKES  ME 
14— ---   FEEL  SO  SATISFIED.  At  TIMES  I  THINK  IT  IS  THE  SCENERY,  SOMETIMES 

-:  —  .    .:_  it  is  something  we  are  doing,  and  then.... then  it  is  the  people* 
--•:-   What  an  incredible  variety  of  friendly  people,"  Marsha  pauses. 

._v_::r^i— AT  racy;  •let's  COME  BACK  NEXT  YEAR,  THERE's  SO  MUCH  I  WANT  TO  DO 

^^— ^AND  SEE  IT  JUST  doesn't  SEEM  LIKE  THERE's^ENOUGH  TIME."  TrACY 
ri^g-ilri.   INTERRUPTSJIaRSHA.  "It's. NOT  TIMElTOzTHINK  ABOUT  NEXT  YEAR  YET. 
l^:i,.-:_      Do  YOU  REALIZE  WE  STILL  HAVE  FOUR  DAYS  LEFT."  "CoME  ON,"  HE  SAYS 

r=r-  AS  HE  PULLS  ON  HER  ARM.  "We  HAVE  PLENTY  OF  TIME  SO  LET's  MAKE 
.^L:.  -is^THEJMOST  OF  IT."  WhAT  FOLLOWS  I S  A  VI SUAL  MONTAGE  OF  THE  FAMILY'S 
.:-•      ACTIVITIES  AND  WITH  EACH  SCENE,  EACH  ACTIVITY  AND  EACH  PERSONAL 

i 

lii  ^^^=211  ENCOUNTER,  WE  SENSE  THAT  SAT  I  SFACTI  ON,  THAT  TULF  I  LLMENT  THAT  IS 
^----.fVrAT  THE  VERY  CORE  OF  THE  MONTANA  EXPERIENCE.  At  THE  CONCLUSION, 
=  .-  ^i-^T-OUR  FAMILY  IS  SEATED  AROUND  A  LARGE  OPEN  FIREPLACE-  ThE  ORANGE 
>~-I.l^i;^^LIGHT  IS  CASTING  DANCING  SHADOWS  ON  THEIR  FACES.  MaRSHA  AND 
..^!^:=:e^fTrACY's  two  TEENAGERS  MOVE  CLOSER  TO  THEIR  PARENTS  AND  WITH  FULL 

hearts  and  each  in  their  own  way  say  thanks. 

h=:r:5s5ar^:suggested  demographic  group:  a  man  and  a  woman  in  their  late  40s 

with  two  teenagers  15  and  16 

Suggested  Montana  Country:  Yellowstone  and  Charlie  Russell 

Suggested  Activities: 

Nordic  Skiing         Sled  Dog  Races 
Hot  Springs  Restaurants 

Ski  Lodges  _       Yellowstone  Park 
Ice  Skating  Ice  Fishing 
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-iTzr:       SlEI<5H  RiDE     -        PHOTOGRAPHY 

-  ,_;-f.     Snowmobiling 

•>£^.i-u-^n..'i.  Sight -SEEING  while  skiing 

Conclusion 


^r^fr""  As  the  "LAST  SCENE  CONCLUDES,  AN  ANIMATED  '^ONTANA  MAP  BLAZES 
££:i-jSs2;0N:THE  SCREEN  WITH  THE  SIX  SPECI F I C"  COUNTRI ES  OUTLINED.  MuSIC 
^-^.-..-.  -ACCENTUATES  EACH  MOVE-  As  THOUGH  CAUGHT  IN  A  MOMENT  OF  TIME, 
SCENES  FROM  EACH  OF  THE  FIVE  SEQUENCES  REAPPEAR.  OnCE  AGAIN 

-ir===:r5^we  see  their  faces,  their  excitement,  their-  fulfillment,  their 
7^--.  ^t-i.satisfaction.  appropriate  graphics  appear  to  conclude. 

Winter  #3  (Extra  scene  for  the  shorter  winter  programs) 

.M::-  -:L:.-.  It's  MORNING*  SUN  RAYS  POUR  THROUGH  A' WINDOW  FRAMED  WITH 
y^^-^.^i?;--  "sheers",  a  warm  SOFT  GLOW  FILLS  THE  ROOM  AS  DOES  A  SENSE  OF 
=?^-rr^  --^BEAUTIFUL  QUIET.  SUDDENLY, THE  QUIET  IS  BROKEN  BY  A  HAND  APPEARING 

:  .^  ^.  AND  TURNING  ON  A  "gHETTO  BLASTER".  ENERGETIC  MUSIC  FILLS  THE 
^-•ii-i  AIR.:-ImMEDIATELY,  A  FOOT  RISES  AS  A  WARM  BRIGHTLY  COLORED  SOCK  IS 

-^—T-  PULLED  ON.  A  HIGH-FASHION  SKI  SWEATER  IS  PULLED  OVER  A  BEAUTIFUL 
■--:::-.::  HEAD  OF  RED  HAIR.  ShORT,  OFTEN  UNRELATED,  SOMETIMES  INCOMPLETE 

SENTENCES  ARE  HEARD  ABOVE  THE  MUSIC  "HaVE  YOU  SEEN  MY..-?"  "YoU 
THINK  THIS  GOES?"  "WhAT  ABOUT  THOSE  GUYS  NEXT  DOOR?"  A  TOUCH  OF 
MAKEUP  IS  APPLIED  ALONG  WITH  A  COAT  OF  CHAPSTICK  TO  PROTECT  THE 
LIPS.  We  ARE  OFF  INTO  A  VISUAL  FEAST.  ShELLY,  LiSA  AND  BaRB  ARE 
ON  A  SKI  WEEKEND  PREPARING  FOR  THEIR  FIRST  DAY.  ENERGY  FILLS 
THEIR  ROOM  AS  THE  EXCITEMENT  AND  ANTICIPATION  BUILDS.  OnE  BY  ONE 
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~  .J"~?^-3  -*■  ■ 


JTHEY  APPEAR  AT  THE  DOOR^  WITH  SheLLY  HESITATING  AT  THE  MIRROR. 

^"ShELLYv  YOU  COMING?"  WiTH  ONE  FINAL  TOUCH  OF  THE  HAIR  AND  LOOK 

«...   . lf^    jHE  MIRROR^  THE  DAY  BEGINS-  WhAT  FOLLOW  IS  AN  INTENSE  OFFERING 

OF  HIGH  ENERGY  MONTANA  SKIING*  DeEP  POWDER,  ACROBATICS,  ALL  THE 

SPECIAL  ACTIVITIES  THAT  SAY  THIS  IS  FOR  THE  SERIOUS  SKIER-  ThAT 

-7:2?  ^^:"  IS  WHATWE  SEE  AND  FEEL-  It's  EVENING-  ThE  DOOR  OPENS  AND  IN  THEY 
.5:^-,,_:i^;f.C0ME-  OnE  HITS  THE  BED,  ANOTHER  A  CHAIR,  THE  THIRD  OFF  TO  A  WARM 
---,.;, r^-r.-rj-B  ATM  ."^  The  CONVERSATION  BEGINS  WITH  HOW  TIRED  THEY  ALL  ARE  BUT 
:?..=;---.,.  ...INSTANTLY  CHANGES  WITH  THOUGHTS  OF  THE  NIGHTS  POSSIBILITIES. 
?-^-;ii=nr-;—:^SuDDENLY/  A  HAND  APPEARS  AND  ON  GOES  THE  "gHETTO  BLASTER"-  As 

THE  MUSIC  RISES  SO  DOES  THE  EXCITEMENT-  CASUAL  EVENING  CLOTHES 
zj-r-  ^-^-^ QUICKLY  REPLACE  SKI  APPAREL-  OnE,  TWO  ,  THREE  THEY  STAND  AT  THE 
5i_. -?---- DOOR-  A  FINAL  TOUCH  OF  -THE  HAIR  AND  GLANCE-^  I N  THE  MIRROR,  THE 
f?S-      NIGHT  BEGINS. 


-The  EXACT  SCENE  DESCRIPTIONS,  SHOOTING  LOCATIONS,  AND  ACTORS 
NEEDED  FOR  THESE  ACTIVITIES,  PLACES  AND  PEOPLE  SHOULD  BE 
PRESENTED  BY  THE  SELECTED  PRODUCTION  COMPANY  OR  AGENCY  AND  SHOULD 
BE  SUBMITTED  IN  SCRIPT  FORM  FOR  APPROVAL  BEFORE  SHOOTING  BEGINS- 
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PROPOSEn  BUDGET 

This  budget  assumes  that  the  final  visual  project  will  be 
post-produced  on  a  1"  video  tape. 

This  budget  consists  of  three  parts.  The  first  portion 
LISTS  the  cost  considerations  for  the  pre-production  period; 

THE  SECOND^  ACTUAL  PRODUCTION  PERIOD;  AND  THE  THIRD^  THE 
POST-PRODUCTION  PERIOD- 

The  PRODUCTION  period  includes  ORIGINATING  ALL  VISUAL 
MATERIALS  ON  16mM  FILM  SHOT  AT  30  FRAMES  PER  SECOND- 

BUDGET 

Pre-Production  Period 

Producer/Writer 

Research 

Script 

Casting 

Director  Preparation 

Location  Scouting 

Cost:  $4,000.00 

10%  Contingency  Fund  400-00 

TOTAL  PRE-PRODUCTION  COSTS  $4,400-00 
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BUDGET 


Production  Period 

Unit  Costs: 
Director 
Actors 

Production  Assistant 
Production  Crew  R 

Equipment  (see  below) 
Extras 

dolly  ?-  track 

helicopter  mount 

daylight  booster  pkg- 

Production  Crew  s  Equipment  includes: 
3  MAN  crew 
16mm  camera 
30  frames/second 
sync  audio  recorder 
light  package 

SOUND  package 

truck  with  generator 

GRIP  equipment 


$  175.no/DAY 

$  125.00/day  adults 
75.00/day  children 

$  75.00/DAY 

$  850.00/day 

$  75.00/day 

$  250.00/day 

$  60.00/day 
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Segment  Costs; 
Summer  m 

4  ACTORS.  3  DAYS  EACH  X  $400/dAY  =  $1,200-00 

DIRECTOR,  5  DAYS     X  $175/day  =    875-00 

PROD-  ASST-,  5  DAYS   X  $  75/day  =    375-00 

CREW  R  EQUIP-.  5  DAYS  X  $850/day  =  ^. 250-00 

Sub-Total  =  $6,700-00 

Summer  #2 

2  actors.  3  DAYS  each  X  $250/day  =  $  750-00 
director.  5  days  X  $175/day  =  875-00 
PROD-  ASST-.  5  DAYS  X  $  75/day  =  375-00 
CREW  S  EQUIP-.  5  DAYS  X  $850/day  =  $^. 250-00 

Sub-Total  =  $6,250-00 

Summer  #3 

3  ACTORS.  3  DAYS  EACH  X  $375/day  =  $1,125-00 
DIRECTOR.  5  DAYS  X  $175/day  =  875-00 
PROD-  ASST-.  5  DAYS  X  $  75/day  =  375-00 
CREW  R  EQUIP-.  5  DAYS  X  $850/day  =  $a. 250-00 

Sub-Total  =  $6,750-00 

Winter  #1 

2  ACTORS.  3  DAYS  EACH  X  $250/day  =  $  750-00 

director.  5  DAYS     X  $175/day  =    875-00 

PROD-  ASST-.  5  DAYS    X  $  75/day  =     375-00 

CREW  R  equip-.  5  DAYS  X  $850/day  =  $a. 250-00 

Sub-Total  =  $6,250-00 
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Production  Period  (continued) 
Winter  #2 

4  ACTORS,  3  DAYS  EACH  X  $400/nAY  =  $1,200-00 
DIRECTOR,  5  DAYS  X  $175/day  =  875-00 
PROD.  ASST-,  5  DAYS    X  $  75/nAY  =     375-00 

CREW  K   EQUIP-,  5  DAYS  X  $850/day  =  S^, 250-00 

Sub-Total  =  $6,700-00 

Winter  #3 

3  ACTORS,  3  DAYS  EACH  X  $375/day  =  $1,125-00 
director,  5  DAYS     X  $175/day  =    875-00 

PROD-  ASST-,  5  DAYS  X  $  75/day  =  375-00 
CREW  R  EQUIP-,  5  DAYS  X  $850/day  =  $^2.50-00 

Sub-Total  =  $6,750-00 

TOTAL  COST  FOR  6  SEGMENTS  =$39,400-00 

Raw  Stock  Costs; 

6  5-minute  segments  = 
30  minutes  finished  x  10 

(10:1  SHOOTING  ratio)  = 

300  MINUTES/5  HOURS  =$  4,500-00 

6   8-MINUTE  pieces  = 

48  MINUTES  FINISHED  X  5  = 

240  MINUTES/4  HOURS  =   3,600-00 
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Film  to  Video  Transfer  Cost?^; 

Transfer  Cost  =  $250/hour  to 

1"  TAPE  X  9  hours  =  2.250.00 

Tape  Cost  =  1"  tape  for  dubs 

a  $120  X  9  hours  =  1.080.00 

Window  Dub  Costs; 

3/4"  window  dub  cost 

3  $50/hour  X  9  hours  =    450.00 

Tape  cost  -  3/4"  tape 

a  $30/hour  X  9  hours  =    270.00 

Off  Line  Edit  Master  Costs; 
Tape  Cost  -  3/4" 

a  $30/hour  X  2  hours         =    60.00 

On  Line  Edit  Master  Costs: 
Tape  Cost  -  1"  tape 

a  $120/hour  X  2  HOURS  =  240.00 
Blacking  Cost  -  $50/hour  x  2  hours  =  100.00 
Tape  Rental  -  1"  tape  =    200.00 

TOTAL  STOCK  COSTS;  =$12,750.00 
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Miscellaneous  Costs 

Actors  -  room  ($30/day)  S  meals  ($25/nAY) 

54  DAYS  X  $55/day  =   2,970.00 

Crews  -  room  ($20/day)  R  meals  ($25/day) 

5  CREW  X  30  DAYS  =  150  X  $55/nAY    =   8,250.00 
Wardrobe  -  18  actors  x  $50  each  =    900.00 

Truck  -  mileage  -  2,000  miles  fi)  .60        =   1,200.00 
GAS  -  2,000  miles  at  8/mpg 

=  250  gallons  x  $1.00/gallon      =    250.00 
travel  time  -  6  DAYS  X  $360/day 

(1/3  DAY  RATE)  =    2,160.00 

Transportation  -  2  cars  x  ($35/day  rental 

+  $15/day  gasoline  =   2,400.00 

"  ~^   10%  Contingency  Fund  =   7,028.00 

- TOTAL  MISCELLANEOUS  COSTS  =  $  25,158.00 

Post  Production  Period 
Editing  Costs: 

Editor  20  days  x  ^OO/day  =  $  2,000.00 

Off  Line  Costs 

26-minute  program  ^  2  15-minute  programs 
=  6  segments  X  15  hours 

=  90  hours  X  $50/hour  =   4,500.00 

6  8-minute  programs  =  6  pieces  x  15  hours 

=  90  HOURS  X  $50/HOUR  =   4,500.00 
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On-Line  Costs: 
26-minute  program  r  2  15-minute  programs 
=  6  segments  x  5  hours 
=  30  HOURS  X  $250/HOUR  =   7,500.00 

6  8-MINUTE  PROGRAMS 
=  6  PIECES  X  5  HOURS 

=  30  HOURS  X  :5250/hour  =  7,500.00 

Effects  -  5  hours  x  $350/hour          =  L750.00 
Graphics  Costs 

Animated  Logo  =  4,000.00 

Titles  =  500.00 

Post  Production  Sound  Costs: 

Music  '           =  7,000.00 

Effects  -              =  .   500.00 

Narrator  =  500.00 

---  --  Post  Production  Mix  =  i|,000.00 
Duplication  Costs: 

1  -  3/4"  copy  =  100.00 

1  -  1/2"  copy  =  BO. 00 

Post  Production  Costs  =  $44,410.00 

10%   Contingency  Fund  4.089.00 

TOTAL  PRODUCTION  COSTS:  =  $48,499.00 
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RUnGET  TOTALS 

Pre-Production  Period  $  4,400-00 

Production  Period 

Segment  Costs  39,400.00 

Raw  Stock  Costs  12,750.00 

Miscellaneous  Cost  25,158.00 

Post  Production  Period  48,499.00 

TOTAL  BUDGET      $130,207.00 
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MONTANA 


For  more  information  contact: 

John  Wilson 

Montana  Promotion  Division 

Department  of  Commerce 

Helena,  MT  59620 

406-444-2654 


